ABSTRACT
Emerging trends related to customer communication preferences
There are a few characteristics of good customer communications that are simply common sense. Of course, the more personalized the communication gets, the more satisfied the customer will be. On the other hand, there are some emerging trends which haven't yet become that obvious and which are still overlooked or neglected by many companies.
 Communicating with mobile users matters. According to Google Shopper Marketing
Council (2013) "1 in 3 shoppers use their smartphones to find information instead of asking store employees." This insight shows how critical it is to anticipate what the clients might search for and make sure they find appropriate information, in a mobilefriendly format. Also, combining location-related data with other client data can generate extremely good results, especially in the case of promotional communication.
For instance, announcing an available discount for a product that the client usually purchases, right when the client is entering the store or passing nearby, has good chances of being interpreted as a service rather than an annoyance. 2015 , Vol. 4, No. 1 ISSN: 2226  Social media makes a big impact. Engaging the audience on a social level is extremely important because people believe and trust peers more than they trust marketers. Social media is where customers can easily give feedback, make complaints or ask for help. If a company wants to be a part of these conversations, it has to understand social media not only as a way to tell stories, to advertise, but also as a place where they can listen to the customers (Wirthman, 2013) .
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 Customers are becoming more and more interested in environmental protection and fair business practices. Signaling fair trade marketing and environment friendliness has the potential to make the company's products and services more attractive for a largeand rapidly increasing -audience. An increasing number of people are basing purchase decisions on ethical values regarding working conditions or human rights and are starting to discriminate against products in relation to changing expectations, tastes and concerns for their health and globalization (Annunziata, Ianuario and Pascale, 2009 ).
 Trust develops in a multi-channel context. Trust used to be associated with the organization as a whole, but in today's multi-channel service environment, bonds of an emotional and rational nature are created with multiple points in the organization (such as front-line staff, self-service technology -ATM, e-commerce etc.) and an increasingly complex array of marketing communications. (Halliburton and Poenaru, 2010) . Some examples of trust building activities recommended by clients in the financial, insurance and mobile industries are (Halliburton and Poenaru, 2010) :
 informing of better interest rates for your savings  signaling unusual spending on your account  warning e-mail messages when accounts are close to zero  keeping policies simple and easy to understand  explaining all the terms of a contract  keeping people updated on changes that save money  clear, unmisleading language in policy documentation  straightforward pricing 6. Software with potential to improve customer experience Too often, marketers begin planning the marketing communication anchored in the tools which are available to them. However, it should be the other way around: the receiver, the message content and, of course, the marketer's purpose should be the basis for deciding which tools to be used. Listed below are a few of the most important software categories which have a big impact on the quality of companies' communication to their customers.
 Marketing automation software usually offers the following capabilities: 2015 , Vol. 4, No. 1 ISSN: 2226  Customer relationship management software is usually designed primarily for the company's sales organization and often includes a module for the marketing department. CRM solutions mainly focus on: tracking opportunities, managing contact information and account information, pulling different data types related to clients together in one place, customer segmentation, delivering personalized messages, following up on recent purchases and cross selling. Marketing campaign planning and marketing campaign reporting can also be accomplished with the aid of CRM software. However, this requires customizations, as CRM doesn't usually provide functionalities like email marketing, prospective client behavior tracking or marketing program management, customizations which are possible but difficult and sometimes expensive (Miller, 2013) .
 Business intelligence software plays a key role in strategic planning. From a marketing communications point of view, the most important applications are:
o understanding the client: drawing actionable insights through statistical analysis regarding customers and market trends, forecasting and performance management o customer profiling and market segmentation o personalization: deciding the criteria on which offers should be based, through simulation and experimentation o analytics: calculating key performance indicators relevant for marketers  Knowledge management software has a big potential of improving a company's communication to its customers in various ways: 2015 , Vol. 4, No. 1 ISSN: 2226 o helping marketers and sales professionals store and access product and brand knowledge, knowledge of competitors, of the market, best practices and case studies, company guidelines, laws and regulations etc.
o improving the performance of contact center agents, which can have a very strong effect on client satisfaction o transferring tacit knowledge to explicit knowledge, which ensures that the experience accumulated by employees is not entirely lost once they change jobs or retire o making marketing content easily accessible to both marketing and sales o bridging the gap between marketing and sales: both marketing and sales are interconnected, marketing relying on sales for real-world feedback on marketing effectiveness, while sales rely on marketing to translate the received feedback into a value proposition that can resonate with future prospective clients (McAffee, 2011)  Marketing asset management software provides a centralized repository containing the digital versions of the company's marketing assets and templates that can be used for internal and external communications. Its main role is to make sure that all marketing assets are compliant with company guidelines and respect the corporate identity.  Marketing Databases should store data related to marketing interactions with clients and also include the data in the CRM system. It is extremely important that marketing databases are updated regularly. In business to business marketing in particular, customer databases
